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Abstract 
People have different preferences for various kinds of rewards. Recent research has 
started to investigate the processing and preference differences between social and 
monetary rewards. The processing of these different types of rewards seems to 
overlap in brain regions, yet little is known about specific preferences between social 
and monetary rewards. This study explores the difference in reward preference 
between people with high and neutral status motives for social and monetary rewards. 
The obtained results confirm the hypotheses: there is a difference in preference 
between high status and neutral status people. The study concludes that people with a 
high status motive prefer monetary rewards, whereas people with a neutral status 
motive prefer social rewards.  
 Keywords: Reward preference, status, social rewards, monetary rewards.  
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  Monetary vs. social rewards: The effects of status on reward preference 
 Rewards are for almost everybody part of their daily life. From getting end of 
the year bonuses, to getting a cookie for setting the table and cleaning up before 
dinner, to gaining full-fledged membership to a fraternity after two weeks of hazing; 
people are constantly being incentivised. However, these three examples present three 
different types of reward. The first example, relating to money, is straightforward: 
good performance results in money in addition to regular salary as a reward for hard 
work. The second example is almost the same, but it is a non-monetary. The third 
example is more intricate; being rewarded with membership to a group – inclusion – 
is a form of social reward. The rewards are of different relevance for each individual; 
social rewards are a more subjective type of reward because each individual values 
group inclusion differently, whereas monetary rewards are more objective. This could 
mean that the preference for the different types of rewards may differ as well. The 
first and third examples mentioned above – monetary and social rewards – will be 
examined more closely in this research. These two reward types were chosen because 
research investigating social and monetary rewards is still in early stages. 
Rewards 
Delgado (2007) defines rewards as: “Desirable outcomes that serve to 
influence behaviour”. Rewards convey information, for instance whether the effort to 
perform a certain task is expected to be small or large. This information is processed 
in the reward centre of the brain, the striatum (Delgado, 2007). After the information 
regarding the rewards is processed, a decision will be made between different courses 
of action. The striatum processes the reward related information and mediates the 
behaviour to achieve a certain goal (Delgado, 2007). Rewards have multiple 
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functions. According to Delgado (2007) the most important functions include to 
induce a feeling of pleasure, to elicit certain wanted behaviour and to increase the 
occurrence and intensity of certain wanted behaviour.  
Keeping Delgado’s (2007) definition in mind, rewards are desirable outcomes.  
Here, we divide rewards into two categories: non-social and social rewards. The most 
common example of a non-social reward is money. In exchange for completing a task, 
people are rewarded in the form of money, for instance an added bonus on top of a 
salary for reaching a certain target. With regard to social rewards, people might be 
rewarded with the approval of others or the membership to a group after showing 
particular behaviour or completing a task. An example could be a compliment for 
hard work or joining a group that has certain desired privileges. Some people fail to 
distinguish between different types of rewards. However, this does not mean that the 
difference between social and non-social rewards is non-existent.  
Izuma, Daisuke and Sadato (2008) researched the processing of different types 
of rewards in the human brain. They investigated the processing of social and 
monetary rewards in the human striatum and explored whether these rewards would 
activate the same reward circuitries. As a social reward, they used having a good 
reputation from the perspective of others. The research concluded that having a good 
reputation activated the striatum, which shows that obtaining a good reputation can be 
seen as a reward (Izuma et al., 2008). Moreover, their heir research showed that the 
areas in the brain that were activated by social rewards overlapped with the brain 
areas being activated by monetary rewards. The difference between both brain-
activations turned out to be that when rewards were social, the medial prefrontal 
cortex (mPFC) also showed activity (Izuma et al., 2008). The mPFC is also implicated 
in relation to theory of mind and self-reflection, which Izuma et al. (2008) postulated 
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to be activated following the social reward of a good reputation from the perspective 
of others. This relation with theory of mind and self-reflection was postulated because 
a representation of how others see a person is necessary to be constructed when 
thinking from others’ perspective (Izuma et al., 2008). This might be unique for social 
rewards compared to monetary rewards, because theory of mind is a necessity to 
interpret social interactions (Krach, Paulus, Bodden, & Kircher, 2010).  
Izuma, Saito and Sadato (2010) examined the processing of social approval in 
the striatum. As an experimental task, participants chose whether or not to donate 
money to different charities in the presence or absence of observers. When the 
participants chose not to donate money to the charity, they were allowed to keep the 
money for themselves, being the monetary reward. The presence or absence of the 
observers was the social reward manipulation. When the observers were present, the 
participants could gain social approval by donating the money to charity, being the 
social reward. The results showed that the same striatal region that encodes monetary 
rewards was active when the social approval could be gained (Izuma et al., 2010).  
Lin, Adolphs and Rangel (2012) investigated whether social and monetary 
rewards were processed identically when performing a probabilistic learning decision-
making task. The study used faces with happy, neutral or angry expressions as social 
rewards. Lin et al. (2012) compared these social rewards to either gaining or losing 
money as a result of the task. In accordance with the results of with Izuma et al. 
(2008), Lin et al. (2012) found that social and monetary rewards activate the same 
brain regions. They did however find a difference in the learning task itself. It turned 
out that there was a difference in the speed with which the participants had learned. 
The participants that were given the social rewards had learned more slowly than the 
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participants that were given the monetary rewards (Lee & Harris, 2013; Lin et al., 
2012).  
The researches mentioned above reveal similarities between social and 
monetary rewards. However, there appear to be differences as well. For instance, 
social rewards turned out to be less apt to stimulate learning (Lin et al., 2012). 
Furthermore, the research revealed a difference in brain activation. Social rewards 
activate the mPFC on top of the striatal region that exhibit activation by monetary 
rewards (Lin et al., 2012). Spreckelmeyer et al. (2009) found another difference 
between the two types of rewards. They concluded that for women, social and 
monetary rewards activated the same brain regions (Spreckelmeyer et al., 2009). 
However, this was not the case for men. Male participants exhibited limited brain 
activation as a result of social rewards compared to monetary rewards. This limited 
brain activation coincided with a decrease in reaction time when incentivised with 
monetary rewards compared to social rewards (Spreckelmeyer et al., 2009).  
The context in which the rewards are provided should be taken into account as 
well. When it is necessary to choose a course of action in order to obtain a certain 
reward, contextual factors can have a moderating influence (Engelmann & Hein, 
2013). Personal factors may contribute; a social reward may be of increasing value 
when someone is feeling unhappy, even though the monetary might be of great value. 
Another contextual factor to remember is the source of the social reward. Whether a 
social agent (e.g. a person) or a non-social agent (e.g. a computer screen) provides the 
reward can moderate the impact of the reward (Lee & Harris, 2013).  
Social Exclusion and Low Social Reward 
Belonging to a group has long been identified as one of human being’s most 
basic needs. Maslow (1943) refers to the need to belong as the love need. He placed 
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the love need near the base of his hierarchy of needs. He stated that, after the 
physiological and safety needs have been satisfied, people start striving for relations 
with others. Looking for a place in a group is at the centre of these love needs, 
together with looking for a partner. Furthermore, Maslow (1943) found that the 
absence of these needs was most often found in subjects that suffered from 
psychopathology and in subjects that were maladjusted, showing that the need to 
belong is one of the more basic needs people possess.  
DeWall, Deckman, Pond, and Bonser (2011) stated that people have a need to 
belong and a need for positive relationships with others. They found that it is a 
fundamental need for relationships that lasts through time, which can be traced back 
to evolution theory. Being on your own, not having a group around you to protect you 
from peril, could have catastrophic results. This need to belong is found in every 
culture, is present in every situation and is pervasive over time (DeWall et al., 2011). 
Consequently, research revealed that not being part of a social group could have 
implications. Among others, these include: aggression, selfish behaviour, difficulties 
with self-regulation and even a physiological reaction (DeWall et al., 2011). All of the 
aforementioned implications are moderated by the possibility to gain acceptance by a 
group. If the possibility to gain acceptance was present, the above-mentioned 
consequences were diminished and would sometimes even completely turn around. 
Aggression would for instance disappear when acceptance was to be gained and 
selfish behaviour would switch to pro-social behaviour in the search of group 
acceptance (DeWall et al., 2011). The pervasiveness of the need to belong and the 
consequences of not being part of a group, show the importance of belonging to a 
group. 
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MacDonald and Leary (2005) performed additional research concerning not 
being part of a social group, in which they focussed on social exclusion. They define 
social pain as: “The specific emotional reaction to the perception that one is being 
excluded from desired relationships or being devalued by desired relationship partners 
or groups”. MacDonald and Leary (2005) postulated that social exclusion is a painful 
experience because the reaction to rejection is mediated by parts of the physiological 
pain system. Their research concluded that social pain and physical pain are related to 
overlapping factors. For instance, social pain and physical pain are both related to the 
social extraversion of individuals together with their sensitivity to pain in general 
(MacDonald & Leary, 2005). They concluded that social inclusion decreases 
sensitivity to pain, whereas social exclusion increases the sensitivity to pain 
(MacDonald & Leary, 2005). In addition they found evidence for a physiological 
connection between the reaction to social exclusion and physical pain in parts of the 
brain in animals (MacDonald & Leary, 2005). Eisenberger (2012) later found 
evidence of this overlap of social and physical pain in humans.  
The researches mentioned above show the pervasiveness of the need to belong 
and the consequences that follow when this need is not met. Another important aspect 
of belonging to social groups is people’s social identity. According to the social 
identity theory, people have different social identities that are part of one’s self-
concept (Turner & Oakes, 1986). These social identities are made up of memberships 
of different social groups. Per example: Jane Smith is a wife and a mother, has weekly 
meetings with her book club, works part-time at the local animal shelter and plays the 
harp in an orchestra. These aspects of Jane Smith’s life all come with different social 
groups. In accordance with the social identity theory, the memberships to these groups 
all contribute to Jane Smith’s self-concept (Turner & Oakes, 1986).  
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The research of Maslow (1943); DeWall et al. (2011); MacDonald and Leary 
(2005) and Turner and Oakes (1986) show that the need to belong is found across 
cultures, times and even species and is of a primal nature. Not having a social group 
or being excluded from one can have serious consequences. While being accepted by 
a group can diminish or reverse those consequences almost instantly (DeWall et al., 
2011).  Moreover, our self-concept consists of different social identities, which makes 
not being part of a group difficult for an individual (Turner & Oakes, 1986). Group 
belonging is an important aspect of people’s lives. This raises the question whether 
group membership or the approval of others is an incentivising reward. 
Status 
Maslow (1943) includes the desire for reputation or prestige attributed by 
others in the next step in the hierarchy of needs; the esteem needs (Maslow, 1943). 
Maslow (1943) states that people need a consistent positive evaluation of themselves, 
which contribute to feeling self-confident. Griskevicius, Tybur and Van den Bergh 
(2010) suggest that according to the definition of status, rewards are implied, where 
higher status leads to more desirable outcomes. Since status is connected to rewards 
and both social and monetary rewards are desirable outcomes, it has merit to examine 
the effects of status on the preference between social and monetary rewards. This is 
the goal of this research: To investigate whether people with a high status motive 
prefer different rewards compared to people with no activated status motive. This goal 
will be tested by means of two hypotheses. The first hypothesis states that people with 
a high status motive prefer different rewards compared to people with no activated 
status motive. 
Traditional approaches state that people with high status prefer luxury and 
self-indulgence (Griskevicius et al., 2010), which would suggest that high status 
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people would prefer monetary rewards. This underlies the two-parted second 
hypothesis of this research. The first part of the second hypothesis states that people 
with a high status motive prefer monetary rewards to social rewards, compared to 
people with no activated status motive. The second part of the second hypothesis 
states that people with no activated status motive prefer social rewards to monetary 
rewards, compared to people with a high status motive.  
Method 
Participants and design 
For this study, 66 participants from Leiden University participated in a 2 x 2 
mixed design. Of these participants, 21 were male and the average age of the students 
was 21.15 years (SD = 2.52). The data of one of the participants was invalid, due to 
an error in the experimental setup and was therefore excluded from analysis. The 
participants were randomly assigned to either the high status motive activation group 
(32 participants, experimental group) or the no status motive activation group (33 
participants, control group). The within subjects factor was the reward type (social vs. 
monetary). The participants learned that the study investigated the ability to assess the 
exquisiteness of art. 
Procedure 
 Participants entered the lab and read and signed an informed consent form. 
Next, participants were randomly assigned to the experimental or control group and 
were put in front of a computer in a separate room. When the participants were 
settled, they read a short story that activated the high or ensured the neutral status 
motive. After reading the story, the participants were asked questions concerning 
details of the story, to make sure they read the stories thoroughly. Furthermore, the 
participants answered questions regarding their status and emotional state.  
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Next, the participants completed the experimental task. In the monetary 
condition, participants had to choose which of three paintings would be the most 
expensive. In the social condition, the subjects had to choose which of the three 
paintings would be liked most by people with an exquisite taste. After choosing one of 
the three paintings, the participant received feedback. In the monetary condition, 
participants received €0,10 if they correctly chose the painting that was most 
expensive. This feedback was manipulated in a fashion that half of the feedback was 
positive and half of the feedback was negative. Positive feedback added money to the 
participant’s stack (€0,10) and negative feedback consisted of getting no money.  
In the social condition, participants received feedback about whether they had 
chosen the painting that was liked most by people with an exquisite taste. To ensure 
that the difference between the social and monetary condition would not be based on 
differences between the magnitude of the rewards, the participants also received €0,10 
in the social condition. This way, the only difference between the social and monetary 
feedback was that for the social feedback, the participants learned that they chose the 
painting that was most liked by people with an exquisite taste.  
The social feedback was manipulated the same way as the monetary feedback. 
The participants received positive feedback in half of the trials and negative feedback 
in the other half of the trials. Positive feedback entailed telling the participant that he 
or she chose the most popular painting, which told them that they made the popular 
choice, simulating social approval. Negative feedback told the participant that he or 
she did not choose the most popular painting, which simulated not getting social 
approval because they did not choose what the rest of the people would choose. This 
process of choosing and then receiving feedback was repeated 40 times for each 
participant. For both the social and monetary rewards there were 20 choices. The 
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order of the feedback was randomized in both conditions and these were 
counterbalanced randomly for each participant.  
After completing all choice tasks, participants were asked to fill out a 
questionnaire with general demographic information and a questionnaire that 
measured reward sensitivity, by means of the BIS/BAS scale (Carver & White, 1994; 
See appendix A). These individual differences will not be explored further in this 
research. After filling in the questionnaires, the participants were debriefed, thanked 
and given their reward for their participation in the form of money or credits. 
Motive induction. For the between subject variable (high status vs. neutral 
status) it was necessary to induce a status motive in the participants. The participants 
read a short story, which asked them to imagine a certain scenario. Stories like these 
have been successfully pilot-tested and used in several experiments (Griskevicius et 
al., 2009; Griskevicius et al., 2010). In their studies, the researchers used short stories 
to induce a high status motive and to ensure a neutral status motive (Griskevicius et 
al., 2009; Griskevicius et al., 2010). The current study used the original stories from 
this research (see Appendices B and C). The original stories were translated to Dutch 
since our participants were Dutch students (see Appendices D and E).  
The experimental group read about recently graduating college and just having 
started working at a prestigious firm, for the full story see appendix C (Griskevicius et 
al., 2009; Griskevicius et al., 2010). The experimental group read about losing their 
keys and later finding them, see appendix B (Griskevicius et al., 2009; Griskevicius et 
al., 2010). It has been concluded from pilot studies that these stories successfully 
evoke a status motive and successfully ensure a neutral-status motive (Griskevicius et 
al., 2009; Griskevicius et al., 2010). 
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Measures. The participants responded to the feedback they received by means 
of self-reports, after each choice they made. The self-reports consisted of a seven-
point scale on which the participants had provide their emotional response to the 
feedback (1 = very negative, 7 = very positive). A manipulations check was carried 
out to check whether the desired status motives were evoked (high status, neutral 
status), after the participants had read the story. The questions asked with the 
manipulation check were in regard to how much the participants felt they had high 
status on a seven-point scale (1 = not at all, 7 = very much). Examples of the 
questions of the manipulation check are “How powerful do you feel?” and “How 
respected do you feel?”. Other questions included “How happy do you feel?” and 
“How sad do you feel?”, both to ensure the participants did not get a hint as to what 
the experiment was about and to check whether other emotions were influenced.  
After the participants finished the experiment, the participants were debriefed 
and thanked for their time. They were rewarded with either credits or money. Since 
the experiment spanned about an hour per participant in total, the rewards were €7,50 
or two credits plus €1,50. After the participants received compensation for their time, 
they were thanked again.  
Results 
Manipulation check  
It was necessary to conduct a manipulation check to confirm whether the 
manipulation of the status motive had elicited the desired neutral or high status 
motive. The expectation was that the participants in the control group had a 
significantly lower score on the status questions, compared to the participants in the 
high-status group. The manipulation check consisted of five items; how powerful, 
respected, influential, competitive and authoritarian the participants felt (α = .80). We 
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ran an independent samples t-test using the average score of the status indicators. This 
showed a main effect for the motive-manipulation, t(63) = 3.37, p = .001. The test 
used the average score of the status indicators, measured with the manipulation check. 
The manipulation check showed a higher mean for the high-status group (M = 4.64, 
SD = 1.13) compared to the control group (M = 3.74, SD = 1.01). These means and 
the result of the t-test show that the manipulation worked successfully.  
In regard to the manipulation check, the results indicated that other emotions 
which were tested, did not significantly differ between the experimental and control 
group. Neither surprise (t(63) = .390, p = .698), nor happiness (t(63) = .403, p= .688), 
nor sadness (t(63) = .635, p = .527) showed significant differences between the high-
status and neutral-status groups. These results suggest that these emotions did not 
influence the results of the study.  
High-status vs. neutral status  
We ran a mixed measures analysis of variance (ANOVA) to test for significant 
main effects or interaction. The feedback type (monetary, social) and the valence of 
the feedback (positive, negative) were the within subject independent variables. The 
condition of the participants (high status, neutral status) was the between subjects 
factor. The analysis showed one main effect and two interaction effects, among these 
factors. 
The results revealed a significant main effect of the valence of the feedback, 
F(1, 63) = 381.72, p < .001. The mean of the average rating by participants of positive 
feedback (M = 5.89, SD = .89) shows a large difference from the average rating by 
participants of negative feedback (M = 2.47, SD = .87). This difference shows that the 
positive feedback received higher ratings by the participants compared to the negative 
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feedback. Consequently it could be concluded that the participants liked positive 
feedback in favour of negative feedback.  
In addition, there was a significant interaction effect of the type of feedback 
(social, monetary) by condition (high status, neutral status), F(1, 63) = 5.47, p = .022. 
This interaction effect is driven by the reaction to negative social feedback between 
high status and neutral status participants. High status participants (M = 2.70, SD = 
1.02) differed significantly from neutral status participants (M = 2.13, SD = .77) in 
their rating of how content they were with negative social feedback, t(63) = 2.55, p = 
.01. This result shows that status motive (high, neutral) has an impact on the 
preference of reward type (social, monetary) and specifically indicates that 
participants in the neutral status condition had a higher aversion to negative social 
feedback than participants in the high status condition. The results showed no other 
significant differences depending on the type of feedback.  
Finally, the three-way interaction was also significant, F(1, 63) = 14.90, p < 
.001). With the Bonferroni correction, this still reaches the significance level of .013. 
The above-mentioned interaction effect of feedback by condition was significantly 
different for both valences (positive, negative) of the feedback and the type of the 
feedback given (social, monetary). This indicates that the variables tested (reward-
type, reward-valence and status) combined, had a significant contribution to the 
differences in the participants’ preference for either social or monetary rewards.  
Table 1 shows the means of the responses to the different types of feedback 
per condition. Two significant effects were found within the conditions. For the high 
status group, there was a significant difference for types of negative feedback, t(31) = 
3.15, p = .004. The mean of the response to negative social feedback for the high 
status group (M = 2.70, SD = 1.02) was significantly higher than the mean of the 
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response to negative monetary feedback (M = 2.45, SD = 1.05). It appears that the 
participants in the high status group had a preference for not losing money compared 
to not losing social approval, which implies a preference for monetary rewards. Figure 
1 shows the differences in response to the types of feedback within the conditions. 
Figure 1 also shows the difference between groups in the response to negative social 
feedback.   
Table 1             
  
     
  
The means of the responses to the different types of feedback, per condition 
Condition  Feedback Type  Mean  Std. Dev. 
High status  Positive Social  5.87  .93 
   Positive Monetary  5.94  .96 
   Negative Social  2.70  1.02 
   Negative Monetary  2.45  1.05 
Control  Positive Social  5.86  1.14 
   Positive Monetary  5.90  .86 
   Negative Social  2.13  .77 
    Negative Monetary   2.60   .85 
 
 
 
 
 
Figure 1. The means of the responses of the participants to the types of negative feedback, per 
condition.  
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Another significant effect was identified for the control group on negative 
feedback, t(32) = -3.53, p = .001. There was a significant difference between the 
response on negative social feedback for the control group (M = 2.13, SD = .77) and 
the response on negative monetary feedback (M = 2.60, SD = .85). This shows a 
preference for not losing social approval compared to not losing money, an indication 
towards a preference for gaining social rewards.  
Discussion 
 This study investigated the effects of status on reward preference. This subject 
was chosen because research concerning reward preference is still in early stages, 
especially concerning factors that could influence those preferences. We investigated 
status as an influencing factor because status is closely linked to reward, where higher 
status leads to a greater desire for reward (Griskevicius et al., 2010). This close link 
between status and reward made status an interesting factor to manipulate to see if 
there would be a difference in reward preference. The results are promising, but there 
is still a lot to investigate concerning reward preference and contributing factors.  
 The first hypothesis stated that people with a high status motive prefer 
different rewards compared to people with no activated status motive. The results 
showed a significant interaction effect of type of feedback by condition. It turned out 
that high status participants had a different evaluation of the negative social feedback 
they received than the neutral status participants. High status participants rated the 
negative social feedback significantly higher (i.e. more positive) than neutral status 
participants. The difference in the ratings between the experimental and control group 
indicates that high status participants had less difficulty with receiving negative social 
feedback compared to neutral status participants. Implying that high status 
participants preferred monetary rewards. 
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 The results did not show a significant effect for positive feedback. However, 
the higher rating of the negative social feedback by high status participants shows that 
not being validated socially had less impact on them than on participants with a 
neutral status motive. This might indicate that high status people value being socially 
excluded less than people with a neutral status motive.  
 The first part of the second hypothesis stated that people with a high status 
motive prefer monetary rewards to social rewards, compared to people with no 
activated status motive. The results showed a significant difference for negative 
feedback. Participants in the high status group valued negative social feedback less 
negatively compared to negative monetary rewards. Receiving negative monetary 
feedback impacted the high status participants more than receiving negative social 
feedback. This difference in impact indicates the preference of high status people for 
monetary rewards compared to social rewards. The preference of high status people 
for monetary rewards confirms this part of the second hypothesis.  
 The second part of the second hypothesis stated that people with no activated 
status motive prefer social rewards to monetary rewards, compared to people with a 
high status motive. The results again indicated a significant difference for negative 
feedback. Participants in the control group valued negative social feedback more 
negatively in relation to negative monetary feedback. Receiving negative social 
feedback had a greater impact on the participants in the control group, indicating that 
the neutral status participants valued social feedback more compared to monetary 
feedback. The preference of the control group for social rewards confirms the second 
part of the second hypothesis.  
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Implications and limitations 
The results obtained in this study could be applied in various manners, an 
example being the reward systems within companies. The results show that high-
status people prefer monetary rewards to social rewards. Keeping the results in mind, 
employees that are in high-status positions within companies (e.g. CEO’s, CFO’s, 
upper-management) could be rewarded in terms of money as they usually are. While 
the high-status employees will be rewarded monetarily, the employees in low-status 
positions that deserve a reward due to their performance could be rewarded with 
membership to a group. A group that is exclusive to the employees that have earned 
their membership with outstanding performance. Using these rewards, not everybody 
is incentivised in the same straightforward way, but by rewards that properly motivate 
them according to the results of this study. 
 Another way the results of this study could be implemented practically is in 
the domain of sales and marketing. Products that are associated with low status, that 
are looked down on or products that people that feel they have a low status usually 
buy could be rewarded with membership to a social group or social approval.  
The reverse could apply to products that are associated with high status or products 
that high status people usually buy. To boost the sale of high status products classic 
discounting or for instance buy-one-get-one-free techniques could be used. 
Measuring preference is a difficult thing to manage, but it is possible with the 
use self-reports. However, self-report measures have downsides. These downsides 
include the delay between the manipulation and filling in the self-report, the 
possibility that participants provide socially desirable answers and the way the 
questions in the self-report were constructed. These difficulties with measuring 
preference might be corrected for by the use of facial electromyography in 
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combination with the self-reports. The readout of the facial electromyography could 
confirm or refute the self-reports, making the results more reliable.   
On the one hand, the results did not show significant differences on gaining 
rewards. On the other hand, the results did show significant differences on avoiding 
negative rewards. The fact that this study was a laboratory experiment could have 
influenced not finding an effect for positive rewards. If this experiment was to be 
replicated with visible social groups that people could join and with a visible stack of 
money, the results could be different. This is a chance for other researchers that intend 
to build on the above reported results or intend to investigate rewards in general.  
Another limitation was that in the social reward condition, the participants 
received monetary rewards on top of the social reward. The reward was constructed in 
this manner because social rewards are difficult to quantify. Furthermore, constructing 
the social reward this way made sure that the difference between the monetary and the 
social condition was solely due to social feedback. However, this study did not 
employ a reward that was exclusively social. For future studies it might be a challenge 
to try and duplicate these results with a purely social reward in the right proportion 
compared to the monetary reward.   
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Appendix A: The BIS/BAS scale (Carver & White, 1994) 
 
Each item of this questionnaire is a statement that a person may either agree with or disagree 
with.  For each item, indicate how much you agree or disagree with what the item says.  
Please respond to all the items; do not leave any blank.  Choose only one response to each 
statement.  Please be as accurate and honest as you can be.  Respond to each item as if it were 
the only item.  That is, don't worry about being "consistent" in your responses.  Choose from 
the following four response options: 
 
  1 = very true for me  
  2 = somewhat true for me  
  3 = somewhat false for me  
  4 = very false for me 
 
1.  A person's family is the most important thing in life.  
2.  Even if something bad is about to happen to me, I rarely experience fear or nervousness.  
3.  I go out of my way to get things I want.  
4.  When I'm doing well at something I love to keep at it.  
5.  I'm always willing to try something new if I think it will be fun.  
 
6.  How I dress is important to me.  
7.  When I get something I want, I feel excited and energized.  
8.  Criticism or scolding hurts me quite a bit.  
9.  When I want something I usually go all-out to get it.  
10.  I will often do things for no other reason than that they might be fun. 
 
11.  It's hard for me to find the time to do things such as get a haircut.  
12.  If I see a chance to get something I want I move on it right away.  
13.  I feel pretty worried or upset when I think or know somebody is angry at me.  
14.  When I see an opportunity for something I like I get excited right away.  
15.  I often act on the spur of the moment.  
 
16.  If I think something unpleasant is going to happen I usually get pretty "worked up."  
17.  I often wonder why people act the way they do.  
18.  When good things happen to me, it affects me strongly.  
19.  I feel worried when I think I have done poorly at something important.  
20.  I crave excitement and new sensations. 
 
21.  When I go after something I use a "no holds barred" approach.  
22.  I have very few fears compared to my friends.  
23.  It would excite me to win a contest.  
24.  I worry about making mistakes.  
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Appendix B: The story for the control group (Griskevicius et al., 2010) 
Imagine that it’s Tuesday afternoon during the semester. Your classes are pretty difficult 
this semester, and you’ve been getting pretty stressed out about everything that you need to 
do. You are hanging out at home doing homework, but it’s getting boring and you’re feeling 
tired. You know that you still have to go run some errands before it’s too late, so you decide 
to get started.  
 
As you go to get your keys and wallet from the counter, you only find your wallet. The keys 
are nowhere in sight. Thinking that it’s a little awkward, you feel your pockets. No keys in 
there either. You try to think back to where you last saw the keys, but you can’t exactly 
remember. You know you had it yesterday, and you’re usually pretty good about leaving 
your keys right next to your wallet.  
 
You sometimes put your keys in your backpack, so that seems the logical place to look. 
You search through your bag. Books, folders, pens, but no keys. You turn the bag upside 
down and shake it. Nothing but junk. Now you start getting a little annoyed, and a little 
worried. Where the heck are your keys? 
 
You decide to search around the house. You look all around your desk. You open the 
drawers. You search deep in the drawers. But it’s not anywhere. You look through your 
bedroom floor, but all you find is junk. 
 
Getting more desperate, you look through the laundry. Maybe they’re in another pocket 
somewhere? You find some pieces of paper, but no keys. Feeling more upset, you go into 
your closet and start throwing things to the floor—no keys. You run to the kitchen and start 
looking on the counters. You open all the cupboards and drawers. You have no idea why 
the keys would be there, but you need to look somewhere. In fifteen minutes, your kitchen 
looks like a disaster area. But still no keys! 
 
You’re feeling really frustrated at this point. You think back to when you last remember 
having the keys and try to retrace your steps. You clearly remember having them yesterday, 
but you just don’t know where you put them. You hope you didn’t leave them somewhere. 
You really don’t need another thing to worry about right now.  
 
Remembering that you had gone outside to take out the garbage earlier, you run out into the 
driveway. Maybe the keys fell out there? You look in the grass, the bushes, underneath cars. 
You see nothing. You think to yourself: did I really lose my keys? As you walk back inside 
the house in frustration, you feel as though you’re ready to pull out your hair. Your keys have 
disappeared. You knew this was coming sometime, but why now. It’s so annoying.  
 
You plop onto your living room couch. Sighing, you look back to the counter where you 
normally put your keys. To your astonishment, there they are. Your keys are on the counter! 
How could you have missed them? You can’t believe it. Something like this always happens 
to you.  
 
You sit back down to take a breather, shake your head, and put your hand on your chest. 
Wiping the sweat that was beginning to form on your forehead, you begin to laugh. You don’t 
think you’ve ever felt so relieved in your life. They were just keys, but you had gotten so 
upset. Your relief quickly turns into elation. You want to shout to everyone just how great you 
feel. In a fantastic mood, you leave the house to run your errands. 
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Appendix C: High status motive activation (Griskevicius et al., 2010) 
Imagine you recently graduated from college. You were offered several jobs and decided to 
go work for a well-known and powerful company. Besides paying well, this job offers you the 
greatest chance of moving up—assuming you can prove that you have what it takes. 
 
As you pull into the parking lot on your first day of work, you immediately notice that the lot 
is full of expensive new cars. Walking to your building, you eye these impressive vehicles 
and think about the kind of car you should get now that you’ve graduated, perhaps an upscale 
luxury sedan or a new sports car. You imagine yourself driving through town in a sparkling 
new car and you feel yourself becoming more motivated. Entering the lobby, you’re 
impressed by how upscale everything looks—the antique furniture, the artistic decorations, 
the designer clothing. You’re thrilled to be working at such a prestigious company and you 
feel that this is exactly the kind of job you deserve.  
 
As you wait, another person sits down next to you. A minute later a third person also takes a 
seat. The two are dressed in brand new business suits, and they’re about the same age as you. 
Each one briefly looks at you, smiles slightly, and says hello. Both of them look a little 
nervous and you sense that these are probably your new colleagues. Looking at them out of 
the corner of your eye, you feel both excited and a little anxious. You imagine how much fun 
it would be to have colleagues with whom you can talk about the new job. But looking at their 
facial expressions and their body posture, you feel a sense of competition in the air. You 
realize this job isn’t a game. You’re not in school in anymore.  
 
Your new boss finally comes out and greets everyone. As all three of you walk into the large 
corner office, everyone sits down. “You’re all very fortunate to be here. The company hires 
only a few people out of thousands of applicants each year.” Hearing that you beat out 
thousands of people to get here sends a rush of pride through your body.  
 
“In the next few months, all three of you will both work both independently and work 
together. You’re going to get to know each other pretty well.” As the atmosphere seems to 
relax a little, you look around the room and everyone smiles.  
 
But the boss continues: “Starting today each one of you will get a small cubicle. But we don’t 
expect you to stay there. After 6 months, one of you will be fired.” Hearing this news sends a 
shiver down your spine. You quickly scan the room. The other two people are trying to 
suppress any look of concern and show a confident side to the new boss. You remind yourself 
that you were hired for a good reason and that you deserve a spot at the top. You sit up 
straighter and put on a confident expression.  
 
“Although one of you will be fired,” the boss goes on, “the person who does the best will not 
only get a promotion, but they will get a large bonus and will be put on the fast track to the 
top.” Pointing to the grand window offices down the hall, the boss finishes: “I see a lot of 
potential in all of you, but only one of you will make it into one of those big offices. You have 
6 months to show everyone what you’re made of.” 
 
You know there will come a day in 6 months when your boss will again call all three of you 
into the office. Feeling your heart beating faster, you’re anxious and excited. As your boss 
finishes up the speech, you’re so eager to get started that you can’t even pay attention 
anymore. Finally, your boss stops and points at each of you in turn, “Go out there and show 
us what you’ve got!” Your eyes open wide and a rush of adrenaline pumps through your 
body. You feel like letting out a yell and running out the door to get started. Seeing your two 
colleagues in the background, you walk out of the office with a rush of anticipation in hopes 
of achieving something that few people ever have the chance to do… 
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Appendix D: The Dutch story for the control group 
Stel je voor dat het een dinsdagmiddag is gedurende het semester. De vakken die je dit 
semester volgt zijn redelijk lastig en je bent redelijk gestrest over alles wat je moet doen. Je 
bent thuis je huiswerk aan het doen, maar het wordt redelijk saai en je voelt je moe. Je weet 
dat je nog wat boodschappen moet doen voordat het te laat is, dus je gaat hiermee beginnen. 
 
Op het moment dat je je sleutels en portemonnee van de tafel wil pakken, kan je alleen je 
portemonnee vinden. Je sleutels zijn nergens te zien. Denkend dat het een beetje gek is, voel 
je in je zakken. Daar zijn je sleutels ook niet. Je probeert te bedenken waar je voor het laatst 
de sleutels zag, maar je kan het je niet precies herinneren. Je weet dat je ze gister had en 
normaal ben je redelijk goed in je sleutels en portemonnee op dezelfde plek te leggen. 
 
Je stopt soms je sleutels in je rugzak, dus dat lijkt een logische plek om te kijken. Je zoekt 
door je tas. Boeken, schriften, pennen, maar geen sleutels. Je houdt je tas op zijn kop en 
schudt. Alleen maar rommel. Je begint een beetje geïrriteerd te worden en je een beetje 
zorgen te maken. Waar zijn die sleutels toch? 
 
Je begint door het huis te zoeken. Je kijkt op je bureau. Je opent de lades. Je zoekt diep 
achterin de lades. Maar de sleutels zijn nergens. Je kijkt op de vloer van je kamer, maar ook 
daar ligt alleen rommel.  
 
Terwijl je wanhopiger wordt, kijk je door de was. Misschien zitten ze in een andere zak 
ergens? Je vindt wat stukjes papier, maar geen sleutels. Je raakt meer van streek, je gaat door 
je kast en begint dingen op de grond te gooien – geen sleutels. Je rent naar de keuken en 
begint op het aanrecht te kijken. Je opent alle kasten en lades. Je hebt geen idee waarom je 
sleutels daar zouden zijn, maar je moet ergens zoeken. Na vijftien minuten ziet je keuken eruit 
als een rampgebied. Maar nog steeds geen sleutels! 
 
Je voelt je erg gefrustreerd op dit moment. Je denkt terug naar wanneer je je voor het laatst 
kon herinneren dat je je sleutels had en probeert na te gaan wat je hebt gedaan. Je kan je 
duidelijk herinneren dat je ze gisteren had, maar je weet gewoon niet waar je ze hebt gelaten. 
Je hoopt dat je ze niet ergens hebt laten liggen. Je kan niet nog iets gebruiken om je zorgen 
over te maken op dit moment. 
Je bedenkend dat je naar buiten bent gegaan om het vuilnis buiten te zetten, ren je naar buiten 
de oprit op. Misschien zijn je sleutels daar gevallen? Je zoekt in het gras, in de bosjes, onder 
de auto’s. Je ziet niets. Je denkt bij jezelf: ben ik echt mijn sleutels kwijtgeraakt? Terwijl je 
gefrustreerd het huis weer inloopt, kan je je wel voor je kop slaan uit frustratie. Je sleutels zijn 
verdwenen. Je wist dat dit ooit zou gebeuren, maar waarom nu. Het is zo vervelend. 
 
Je laat je op de bank in de woonkamer zakken. Zuchtend kijk je naar de tafel waar je normaal 
je sleutels legt. Tot je verbazing liggen ze daar. Je sleutels liggen op de tafel! Hoe kan je die 
gemist hebben? Je kan het niet geloven. Dit soort dingen overkomen jou altijd. 
Je gaat weer zitten, haalt rustig adem, schudt je hoofd en legt je hand op je borst. Lachend 
veeg je het zweet van je voorhoofd dat begon te vormen. Je weet niet of je je ooit zo 
opgelucht hebt gevoeld. Het zijn maar sleutels, maar toch raak je zo van streek. Je opluchting 
verandert snel in opgewektheid. Je wil over de daken schreeuwen hoe goed je je voelt. In een 
fantastische bui loop je het huis uit om je boodschappen te gaan doen. 
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Appendix E: The Dutch high status motive activation  
Stel je voor dat je net bent afgestudeerd van de universiteit. Je kreeg een aantal banen aangeboden en 
koos ervoor te gaan werken voor een goedbekend en machtig bedrijf. Buiten dat het goed betaalt, biedt 
deze baan de grootste mogelijkheid om hogerop te komen – ervan uitgaande dat je kan bewijzen dat je 
hier geschikt voor bent. 
Op het moment dat je de parkeerplaats oprijdt op je eerste werkdag, valt het je meteen op dat deze vol 
staat met dure nieuwe auto’s. Terwijl je naar het gebouw loopt bekijk je deze indrukwekkende 
voertuigen en denkt je wat voor een auto jij zou moeten kopen nu je bent afgestudeerd, misschien een 
hoog segment luxe sedan of een nieuwe sportwagen. Je ziet al helemaal voor je hoe je door de stad rijdt 
in een gloednieuwe glimmende auto en je voelt jezelf gemotiveerder worden. De lobby binnenlopend 
ben je onder de indruk van hoe luxe alles eruit ziet – de antieken meubels, de artistieke decoraties, de 
designer kleding. Je bent opgewekt om voor zo’n prestigieus bedrijf te werken en je vindt dat dit 
precies de soort baan is die je verdient. 
 
Terwijl je wacht, komt er iemand naast je zitten. Een minuut later komt er nog iemand bij zitten. De 
twee zijn gekleed in gloednieuwe zakenpakken en ze zijn ongeveer net zo oud als jij. Ze kijken je 
allebei aan, glimlachen lichtjes en zeggen hallo. Ze zien er beiden een beetje nerveus uit en je voelt aan 
dat dit waarschijnlijk je nieuwe collega’s zijn. Terwijl je uit je ooghoek naar hun kijkt, ben je zowel 
enthousiast als een beetje angstig. Je stelt je voor hoe leuk het zou zijn om collega’s te hebben met wie 
je kan praten over je nieuwe baan. Maar kijkend naar hun gezichtsuitdrukking en lichaamshouding, 
hangt er een gevoel van competitie in de lucht. Je realiseert je dat deze baan geen spelletje is. Je zit niet 
meer op school. 
Je nieuwe baas komt eindelijk naar buiten en groet iedereen. Jullie lopen alle drie het grote 
hoekkantoor in en gaan zitten. “Jullie hebben allemaal erg veel geluk hier te zitten. Het bedrijf neemt 
maar een paar mensen aan uit duizenden sollicitanten elk jaar.” Horen dat je duizenden mensen hebt 
verslagen om hier te komen zorgt voor een vlaag van trots die door je lichaam schiet. 
 
“De komende paar maanden zullen jullie drie individueel werken en samenwerken. Jullie zullen elkaar 
goed leren kennen.” Terwijl de sfeer een beetje lijkt te ontspannen, kijk je de kamer rond en iedereen 
glimlacht. 
 
De baas gaat door: “Vanaf vandaag zal ieder van jullie een klein werkplekje krijgen. Maar we 
verwachten niet dat jullie daar blijven. Na 6 maanden zal één van jullie ontslagen worden.” Dit nieuws 
horen zorgt voor een rilling door je lichaam. Je kijkt snel de kamer rond. De andere twee proberen een 
zorgelijke blik te onderdrukken en hun zelfverzekerde kant aan de nieuwe baas te laten zien. Je 
herinnert jezelf eraan dat je om een goede reden bent aangenomen en een plek aan de top verdient. Je 
gaat rechtop zitten en zet een zelfverzekerde blik op.  
 
“Hoewel één van jullie wordt ontslagen,” gaat de baas verder, “zal de persoon die het het best doet niet 
alleen een promotie krijgen, maar ook een grote bonus ontvangen en hij zal op het snelle traject naar de 
top komen.” Terwijl hij op de kantoren met de grote ramen aan het eind van de gang wijst, eindigt de 
baas: “Ik zie veel potentie in jullie allemaal, maar slechts één van jullie zal het schoppen tot in één van 
die grote kantoren. Jullie hebben 6 maanden om iedereen te laten zien wat je waard bent.” 
 
Je weet dat er een dag komt over 6 maanden dat je baas jullie drieën zijn kantoor weer in zal roepen. 
Terwijl je je hart sneller voelt kloppen, ben je angstig en opgewonden. Terwijl je baas zijn speech 
afmaakt, ben je zo gretig om te beginnen dat je niet eens meer kan opletten. Eindelijk stopt je baas en 
wijst hij jullie één voor een aan, “Ga aan de slag en laat ons zien wat je waard bent!”. Je ogen springen 
wijd open en de adrenaline pompt door je lijf. Je hebt zin om het uit te schreeuwen en de deur uit te 
rennen om te beginnen. Terwijl je je twee collega’s ziet op de achtergrond, loop je het kantoor uit vol 
verwachtingen met de hoop op iets bereiken waar maar heel weinig mensen ooit de kans voor hebben 
gehad… 
 
 
